Given the importance of international marketing for multinational businesses and the social issues that arise, there is also particular public policy importance to this area. Growing numbers of scholars in business, communication, political science, sociology, and other academic disciplines have begun to study and critique the field. Unfortunately, a limiting factor is that most of the literature and original source materials pertinent to studying integrated communication are widely scattered physically and philosophically, requiring interdisciplinary facility on the part of investigators. On the other hand, having to be broad can prove a teaching and research strength, for such work creates familiarity with many disciplines as has been true in my case. This diversity has also proved helpful in finding common ground with a variety of external and internal constituencies, and I work well with both research-and practitioneroriented individuals.
SCHOLARLY RECOGNITION AND PARTIAL LIST OF PUBLICATIONS:
Kanso's ongoing program of research and commentary is having impact. As noted in the biographical summary, he is regularly referenced by other scholars and was recently named one of the top contributors to international advertising research since 1990. IJCM is a blind-refereed quarterly journal that publishes empirical, conceptual, and review papers of exceptional quality that contribute to and enrich management thinking and practices. The aim of IJCM is to promote the understanding of managers and organizations within and across nations. It is an interdisciplinary journal directed toward academicians, policy makers, and practitioners in business and non-profit organizations. Emphasis is given to papers that address controversial topics and which have a sound theoretical base and/or practical applications.
Disciplines' (IABD) conference. As a true yearbook, it is organized to present cuttingedge research. 563-590. This is part of a special issue on "Global Advertising: Insights from Multiple Markets" guest edited by Drs. Shintaro Okazaki and Barbara Mueller. IMR) seeks to publish interesting, well-written and academically robust papers which communicate clearly on international marketing issues. By drawing on important research and case study material from contributors all over the world, the journal offers genuinely international perspectives on key issues and concerns preoccupying marketers. All papers published in the journal aim to communicate theoretical information that can be applied to practical situations. IMR jealously guards the rigorous review procedures which have put the journal into the vanguard of fully refereed publications. [275] [276] [277] [278] [279] [280] [281] [282] [283] [284] [285] [286] [287] [288] [289] [290] [291] [292] [293] . An online version is also available at http://www.springerlink.com/content/a7416216ku38332g/fulltext.pdf. The mission of Service Business. An International Journal (SB) is to be an outlet for the most advanced research in business related to the service sector. Authors report on developing, implementing, and evaluating business decisions and strategies, exploring not only the latest research and methodologies in the field, but also examining theoretical and managerial implications and future research opportunities in the service sector. Every article published in SB is subject to a double-blind review process to ensure its relevance and quality. SB is published in Germany by Springer, a leading international producer of quality academic publications. . This is the first book-length comparative analysis of public relations as practiced in various countries and regions around the world. While existing books on international PR focus largely on ways in which western practitioners, employers, and clients can operate effectively in other countries, this volume views public relations in each country or region covered from the perspective of practitioners in that country. It contains six chapters designed to provide a theoretical anchor for the 14 country and region analyses. Given the intense interest in public relations education as a factor in `professional enhancement, it also discusses issues and practices relating to education. 6. Ali Kanso, named as one of 24 educational leaders to serve on the National Curriculum Task Team for "Dialogue on Public Relations Education" held at the National Communication Association Summer Conference, Washington D.C., 9 -12 July 1998. The conference was organized in response to a call by the Commission on Public Relations Education to assess various undergraduate and graduate programs in public relations and make recommendations for improvements after considering visible trends in national and international economies as well as in education. The conference aimed at producing models for instruction and curricula in public relations and sharing ideas about public relations education. The Commission is a joint effort of many academic and professional associations led by the Public Relations Society of America (PRSA).
My involvement on the 24-member Curriculum Task Team, one of four groups created to provide input for an integrated "outcomes, curriculum, pedagogy and assessment" package on public relations education, consisted of the following:
• Helping to refine the findings of a pre-conference national survey that examined the attitudes of faculty, administrators and practitioners in the public relations field.
• Contributing to the recommended design of two comprehensive undergraduate curriculum models.
• Working with the professional master's program group that proposed "The 'Ideal' Master's in Public Relations/Communication Management."
